Abstract
Introduction
As well as in profit-oriented firms, promotional activities constitute a significant part of marketing activities also in nonprofit firms too. In case, with the Beginning of using in the marketing activities of the Internet, new promotion channels have been emerged. The possibility of reaching the target group everywhere at every moment with the beginning mobile usage of the internet, the growth in smart phone usage and the increase in social media usage has made online environments to become an important promoting tool for nonprofit organizations, especially due to their limited budgets.
Nowadays, the newest concept to be used as promotional tools can be described as emojis. Many organizations around the world, including non-profit organizations, are starting to use emojis in their advertising campaigns. The recognition of emoji as a common language all over the world and being seen as the easiest way to express emotions can be explained as two main reasons why companies use emoji in their promotional campaigns. The aim of this study is to explore With social media, corporations can achieve multi-faceted goals such as establishing individual contacts with the target consumer mass, establishing brand loyalty, transferring corporate message, and creating to the right marketing decisions with consumers' feedbacks (Köksal and Özdemir, 2013) . Using social media is an effective way for non-profit organizations' advertising campaigns (Weinreich, 2007) . By using social media, companies can reach more people with lower budgets, establish an interactive communication with people, spread campaigns to wider masses, reach the right audience and measure them (Onat and Alikılıç, 2008 ). The circumstances above, explain why nonprofit organizations can use social media for their marketing campaigns. In addition to this, it can be stated that people start to move away from traditional advertising channels. People are in constant demand for control of media consumption and want to access and display immediately of relevant content which is suitable for them (Mangold and Faulds, 2014) . Therefore, when evaluated in this respect, social media can be considered as a more suitable advertising medium for social marketing. The most innovative advertising campaigns created using social media are ad campaigns created with emojis.
Emojis can be described as icons that simply express emotions and thoughts developed by Shigetaka Kurita to reduce restrictions on text messages (Golden, 2015) . It is believed that the most important reason why emojis start to be used in advertising campaigns is to be accepted as a common alphabet which means the same thing all over the world and reflect people's emotions. Huang et al. (2008) also state that emojis provide a more enjoyable and positive communication experience and allow personal interaction. Other reasons for using emojis are that a large part of the online population is using emoji and helping to communicate among people Emogi Report (2015) . According to the researches carried out, it has been determined that the use of emoji in promotional activities increased by 777% compared to previous years (Tao, 2016) .
Methodology
Experimental design method has been utilized for the application of the research. For this purpose, it is inspired by WWF digital advertising campaigns. Relevant campaigns have been redesigned to fit the purpose of the research. In Application part, it is aimed to measure the attitudes towards emoji usage in social marketing campaigns by showing two separate advertising banners to two separeted group. One of the banners used in the research was designed as an advertisement poster asking participants to send tweets with #helpme hashtag by using emoji and the other banner was also designed to send an SMS by texting HELPME (short message).
The pilot study conducted for this purpose was tested the suitability of the scale to be used in the study. Questionnaires consisting of 27 questions and three chapters were applied to Gerede School of Applied Science students by convenience sampling. There are 686 students in the School of Applied Science . The survey was distributed to 400 students. After unsuitable surveys were taken out, 346 surveys were taken into consideration. Research is limited to students' opinions and questions. The collected data were analyzed by SPSS package program. The findings and the results of the analyzes can be seen below.
Findings
The findings about the survey can be seen below. There are two groups of participants. First group is consist of participants who answered the questions about SMS advertisement campaign. It is seen that most of the participants were male students. All of them are between 16-25 age years old. 26,6 of them are students of Banking and Finance Evening department, %25,4 of them are International Trade and Logistics department students, %24,3 of them are Banking and Finance students, %12,7 of the participants are Marketing Evening department students and %11,0 of them are marketing students.
SMS group
It can be seen on the table that most of the participants spent time on internet 3-4 hours per day and %20,8 of them spent time on internet 5-8 hours per day. Most of the students, follow social media 5 year and over. Also it can be seen on the table that % 52 of the students connect to internet via smart phones. Most of the students use their smart phones for connecting to internet. According to the analyzes, it can be said that a large majority of the participants spend 1-3 hours a day on the social media, they have different social media accounts. And most of them ever donate before. 
Emoji group
The second group of the selected sample is consist of students who answered the questions about Emoji advertisement campaign. And the data about the answers of the Emoji group can be seen below. According to the data above, it can bee said that, %35,8 of the participants spent 1-3 hours on internet per day and %26 of them spent 5-8 hours on internet per day. Most of the students also spent 1-3 hour per day on social media. Like other group, students who called as emoji group mostly use their smart phones to connect internet (%57,2). Most of them follow social media 5 year and over and most of them have different social media accounts. When it is asking that if they use emoji in text messaging, %96 of them stated that they use emojis in text messaging. Also they stated that they use emojis in text messaging frequently. And when looked at the data, students stated that emojis help to express their feelings better. And they stated that emojis are the simplest and fastest way of communication. %85,5 of the students expressed that emojis make text messages better to understand. According to the data, %65,9 of the students also ever donate too.
Mean and standard deviation
For measure the attitudes towards to advertisement message, 13 expressions asked to the participants. The mean and standart deviation of the participants' answers can be seen below. According to the data above, it can be said that students find emoji campaign more interesting, more innovative and creative. Also according to the results, when the two groups are compared, the students whose advertisement campaign banner about emojis find the advertisement messages clearer, think that all social campaigns should be made in this style, This message is a helpful message in terms of describing the campaign. Also they influenced more than other group.
Hypotheses and results of hypothesis tests
5 basic hypotheses for the research were identified. Hypotheses were analyzed by SPSS sowtware program. The developed hypotheses and the analysis results are as follows.
H0-1a
The attitudes of the students towards the emoji campaign do not differ according to their gender H-1a The attitudes of the students towards the emoji campaign differ according to their gender According to the table, it can bee seen that there is no difference about the attitudes according to gender.
H0-1b The attitudes of the students towards the SMS campaign do not differ according to their gender H-1b The attitudes of the students towards the SMS campaign differ according to their gender According to the table, it can be said that there is a difference about the attitudes of the students according to gender.
H0-2a
The attitudes of students towards the emoji campaign do not differ significantly according to whether they previously donated for a social campaign.
H-2a The attitudes of students towards the emoji campaign differ significantly according to whether they previously donated for a social campaign. According to the table, it can be said that there is no differences whether they previously donate for a social campaign.
H0-2b
The attitudes of students towards the SMS campaign do not differ significantly according to whether they previously donated for a social campaign.
H-2b The attitudes of students towards the SMS campaign differ significantly according to whether they previously donated for a social campaign. According to the results, it can be said that there is no differences whether they previously donate for a social campaign.
H0-3a The attitudes of the students towards the emoji campaign do not differ according to the time they spent in social media.
H-3a The attitudes of the students towards the emoji campaign differ according to the time they spent in social media. P value is bigger than 0,05 so it can be said that there is no difference according to time spent on social media.
H0-3b
The attitudes of students towards SMS campaign do not differ according to the time they spent in social media H-3b The attitudes of students towards SMS campaign differ according to the time they spent on social media According to the results, it can be seen that there is no difference time spent on social media.
H0-4a
The attitudes of students towards the emoji campaign do not differ according to the time they spend online H-4a The attitudes of students towards the emoji campaign differ according to the time they spend online According to the results, it can be seen that there is no difference according to the time students spent online.
H0-4b
The attitudes of students towards the sms campaign differ according to the time they spend online.
H-4b The attitudes of students towards the sms campaign differ according to the time they spend online. According to the table, it can be said that there is no difference according to the time they spend online.
H0-5 There is no significant difference in the attitudes of students towards emoji and SMS campaigns.
H-5 There is a significant difference in the attitudes of students towards emoji and SMS campaigns. According to the table, there is a significance difference in the attitudes of students towards emoji and SMS campaigns.
Conclusion
As a result of the studies carried out in other disciplines related to emoji, there are findings that, such as the fact that people perceive the expressions in emojis as real human emotions and that emojis are the simplest and fastest way to express emotions (Golden, 2015) (Churches et al., 2014) .
Although the use of emojis in digital marketing in similar researches is increasing day by day, the fact that no studies were found in the marketing literature to determine its effectiveness has been the most decisive factor in the realization of this research. According to the results of the research, it was determined that there is a meaningful difference between the attitudes of the students towards the emoji advertisement campaign and the attitudes towards the SMS advertisement campaign. Students expressed that they found the advertising campaign created by using emoji more creative and innovative. The use of social media by profit-oriented or non-profit organizations like people is increasing day by day. Through social networks, hundreds of thousands of people interact at any moment. Therefore, using social media to reach customers, followers, volunteers or donors has become an important tool.
Today, social networks can be expressed as the simplest and fastest spreading of information. From here, it would be appropriate for companies or non-profit organizations to use social media to reach the target audience for promotional campaigns Created campaigns reach more people and with lower costs thanks to social media. Also, thanks to social media, awareness and recognition of institutions, products or brands is increasing.
Another benefit provided by social media is to encourage followers to become participants. The use of appropriate emojis in the messages that will be given in the social media campaigns will support the campaign message.
The most important features of emojis are that they can reflect emotions and pass those emotions to the other side. If visual content is often thought to leave a greater emotional impact than words, the benefits of adding emoji to campaign messages can be understood. It is believed that the results obtained with this study will lead to non-profit organizations when it is observed that non-profit organizations often use social media marketing due to their low marketing budget. Nonprofit organizations that want to build an interactive relationship with donors or volunteers can benefit from emojis on the digital footsteps of their campaigns when they design an innovative, sincere campaign. A large part of the participants in the survey stated that they did not donate. When the age ranges of the participants are taken into account, it can be said that they are the group with the most use of social media and emojis because they are in the Z genaration. Therefore, incorporating emojis into digital campaign messages can help organizations to reach young people, trigger them to donate and make them volunteer members. Emojis will also make campaign messages of non-profit-making organizations world-wide, since they are perceived as a universal language.
This study examined the attitudes of non-profit organizations to use emoji in their advertising campaigns. In other studies, different researches on the use of emoji for profit-oriented companies can be carried out.
